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Abstract 
Food sustainability is becoming big concern these last couple years, due to the food scarcity 
issues in many countries.  However in contrary previous studies reported the food waste 
behavior is getting bigger at this moment because of over food preparation, food stocking, 
undesired food, and food packaging. Over all, most of these issues come from the food 
shopping behavior. People tend to buy more food products than what they need. Therefore, 
the determinant of food shopping behavior is urgently found in order to find the solution to 
drive people to have planned food buying behavior. This research elaborates how motivation 
to prevent food waste would affect food shopping behavior. The data collection through 
survey has been done in the young adult community. The finding indicates that having 
motivation to prevent food waste will contribute to well-planned food shopping behavior. 
Furthermore, the research also indicates that female shows higher motivation in preventing 
food waste as also reported in some previous studies that report similar result. 
Keywords: food waste, food waste prevention, food shopping behavior. 
 
Abstrak 
Keberlanjutan ketersediaan pangan menjadi perhatian besar beberapa tahun terakhir ini, 
terutama karena munculnya masalah kelangkaan pangan di banyak negara. Namun 
demikian, beberapa penlitian terdahulu melaporkan peningkatan perilaku membuang 
makanan terutama karena adanya kecenderungan menyiapkan makanan yang berlebihan, 
pola penyimpanan makanan, dan pembelian makan yang terlalu banyak. Beberapa pola 
perilaku membuang makanan adalah efek dari strategi pemasaran yang di lakukan oleh 
banyak perusahaan, dan mendorong konsumen untuk membeli lebih banyak produk makanan 
daripada yang mereka butuhkan. Oleh karena itu, menjadi suatu yang penting untuk 
menemukan determinan perilaku belanja makanan, terutama untuk mendorong munculnya 
perencanaan  perilaku pembelian makanan. Penelitian ini menguraikan bagaimana motivasi 
untuk mencegah limbah makanan akan mempengaruhi perilaku belanja makanan. 
Pengumpulan data melalui survei telah dilakukan di komunitas dewasa muda. Temuan 
menunjukkan bahwa memiliki motivasi untuk mencegah limbah makanan akan berkontribusi 
pada perilaku belanja makanan yang terencana dengan baik. Selain itu, penelitian ini juga 
menunjukkan bahwa perempuan menunjukkan motivasi yang lebih tinggi dalam mencegah 
limbah makanan seperti juga dilaporkan dalam beberapa penelitian sebelumnya yang 
melaporkan hasil yang sama. 
Kata Kunci: membuang makanan, pencegahan membuang makanan, perilaku belanja 
makanan. 
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INTRODUCTION 
Food waste is perceived as the non-
use food in the stages of distribution and 
consumption (Gustavsson, Cederberg, 
Sonesson, Van Otterdijk & Meybeck, 
2011). Furthermore, Leal Filho and 
Kovaleva (2015) reported that it may 
emerge as a result of inappropriate 
behavior of producers, retailers or 
consumers, and also the lack of 
technological inputs. These last couple 
years, food waste is becoming a critical 
problem globally. Indeed, there is 
significant part of the food produced is 
thrown out over, approximately 1.3 billion 
tons of food are wasted to nothing per year 
(Gustavsson, 2011). However even though 
this issue became a concern to many 
governments all over the world, the food 
waste problem is yet to be solved 
(Bräutigam, Jörissen & Priefer, 2014). 
Food waste is expensive, it affects our 
environment negatively, it has certain 
social consequences, and a considerable 
amount of food waste comes from our 
household. There are so many serious 
consequences of household food waste 
(Graham-Rowe, Jessop & Sparks, 2014). 
That is why it is still very important to 
solve this problem by building a complete 
understanding, especially from the 
consumer or individual perspective. 
Previous study reported that one of 
food waste the antecedents in the house 
hold is buying too many food (Porpino, 
Parente, and Wansink, 2015). Therefore, 
understanding how food shopping behavior 
is developed may lead to solve the main 
problem. Food waste could be prevented 
by efficient food shopping behavior. This 
is shown from the condition if the 
consumer does not buy more food than the 
amount of their needs, then the possibility 
to discard leftovers or excess food supplies 
will be reduced. Therefore examining the 
understanding of food shopping behavior 
is needed to be able to develop good 
communication strategies in reducing food 
waste campaigns. The previous studies 
mostly concerned on the contribution of 
shopping behavior on food wasting. 
However, no study has done on how 
shopping behavior was built regarding the 
food waste prevention. This study is 
inquiring the contribution of the 
motivation to reduce the food waste to the 
food shopping behavior. Furthermore, 
evaluating the role of gender in in food 
buying behavior is also conducted. 
 
LITERATURE REVIEW 
Food Waste and Shopping Behavior 
There are at least four antecedents of 
food waste in the household (Porpino et al, 
2015). First, during buying process, such 
as excessive food purchase. Second, during 
food preparation, such as over-preparation 
and aesthetics. Third, during consumption, 
such as leftover food. Fourth, food storage, 
such as inappropriate food techniques. 
Furthermore, finding the solution of food 
waste behavior requires a knowledge of the 
determinant. This study emphasizes on one 
of the antecedents, which is shopping 
behavior. Some previous studies indicate 
the contribution of shopping behavior in 
food-wasting behavior. Baumeister (2002) 
report that consumers are encouraged  to 
do excessive food buying due to the 
exposure to marketing strategy, that will 
inﬂuence the consumers to buy impul-
sively. Moreover, commercially processed 
food will stimulate consumers to stock pile 
food or buy in bulk.  
As it is explained in the theory of 
planned behavior, that attitude will influ-
ence behavior decisions, then the same 
concept will be explored to this model. 
Theory of Planned Behavior has been 
widely used as a theoretical lens to explain 
consumer behavior in food waste context. 
For example, Ghani et al (2013) explained 
food waste separation behavior at home 
using the TPB and an additional construct 
of situational factors (Aktas, Sahin, 
Topaloglu, Oledinma, Huda, Irani & 
Kamrava, 2018). The theory of planned 
behavior posits that intentions can be 
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predicted by attitudes. In this study 
attitudes are examined with motivation as a 
general attitude measurement typically 
used in a TPB context. In this context, 
authors want to examine how motivation to 
reduce the food waste will contribute to 
food shopping behavior. While a share of 
food waste avoidance actions might be 
chosen in order to save money through 
“good housekeeping”, enacting the whole 
range of actions is rather due to ethical 
reasons related to fairness (e.g., in light of 
worldwide hunger), values or religious 
beliefs or environmental concerns 
(Aschemann-Witzel, De Hooge, Amani, 
Bech-Larsen & Oostindjer, 2015). Due to 
the lack of previous studies on the 
motivation to reduce to food waste and its 
contribution in developing the food 
shopping behavior, therefore the hypo-
thesis of this study was built on the study 
of TPB in predicting food waste behavior. 
This is the hypothesis of the study: 
H1:  Motivation to reduce the food waste 
would contribute to shopping 
behavior. 
 
It is also important to include 
demographic characteristics which may act 
as proxies for unspecified preferences and 
also to compare to other studies that have 
used demographic characteristics (Zepeda 
& Li, 2006). Koivupuro, Hartikainen, 
Silvennoinen, Katajajuuri, Heikintalo, 
Reinikainen and Jalkanen (2012) stated 
that gender could play a considerable role 
when studying the causes of food waste. 
In a study on food waste and gender, 
Cohen et al (2013) reported that there is no 
difference in food waste by gender. 
However, according to (Silvennoinen, 
Katajajuuri &  Hartikainen, 2014) there is 
correlation between the waste amounts and 
the gender responsible for food purchases. 
Furthermore, the food  waste  would be  
higher  in  those households  where  a 
woman has responsibility to do shopping 
than  in  households  where  a  man has 
involvement in shopping. Moreover, Kuo 
and Shih (2016) found that female waste 
more food that male do. Based on these 
previous studies, this research develop the 
hypothesis, which is:  
H2: Based on gender, female and male 
would have different motivation to 
reduce the food waste. 
 
RESEARCH METHODS 
 
This research is an exploratory study 
to test the contribution of motivation to 
reduce food waste behavior through 
shopping behavior. The respondents of this 
study are the adults have responsibility to 
purchase food for personal consumption or 
family. There are 153 respondent that 
contribute in the study. The questionnaire 
consists of 15 close-ended items (Table 1) 
which represents 2 variables was used to 
collect the primary data. Motivation to 
reduce food waste is the first variable, 
which is comprising 7 items which were 
modified from Neff et al (2015). This 
variable was developed to measure the 
reasons why the respondents discard their 
foods. The second variable is Shopping 
Behavior, which is adapted from the same 
study, consists of 8 items to measure the 
behavior of consumers especially before 
and during they are going for shopping. 
After all items in questionnaire were 
validated and also passed the minimum 
requirement of the reliability test, the data 
went to the next step, which is regression. 
Furthermore, to examine if male and 
female would have different motivation to 
reduce food waste, the independent sample 
t-test would be run.    
 
RESULT AND DISCUSSION 
Result 
The descriptive analysis on each 
items of motivation to reduce food waste 
has been done to describe which moti-
vation would be dominate. Table 2 
provides the description of the motivation 
to reduce food waste. The respondents give 
the highest score on the item of “thinking 
about hungry people”, followed by the 
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item of “guilt about waste in general”. The 
items with lowest score are “saving 
money” and “concern about the issues of 
energy and water”.    
The result of the regression analysis 
(Table 3) indicates that motivation to 
reduce food waste contributes to the 
shopping behavior. The result reports 
adjusted R
2
 19% that means 19% of 
shopping behavior can be explained by the 
motivation to reduce the food waste, while 
the remaining 81% would be explained by 
other than the motivation to reduce the 
food waste. The regression analysis also 
indicates that motivation to reduce food 
waste shows positive beta coefficient 
(0.442), meaning that the motivation to 
reduce the food waste has positive effect to 
shopping behavior. The higher the 
motivation to reduce food waste, the better 
the respondents’ behavior in shopping. 
Furthermore, they will be more careful in 
buying food products such as checking the 
fridge before shopping and buying not too 
many food that the need. 
The result of the independent sample 
t-test (Table 4) indicates that male and 
female show different motivation to reduce 
food waste. Females have higher 
motivation in reducing the food waste 
compared to males do.  
 
Table 1. The Measurement of Motivation to Reduce Food waste and Shopping Behavior 
Motivation to Reduce Food Waste Shopping Behavior 
Saving money Check the fridge and cupboard before 
shopping 
Setting example for others Estimate quantities needed before shopping 
Managing household efficiently Make a shopping list 
Thinking about hungry people Stick to shopping list in the store 
Guilt about waste in general Plan meals before shopping 
Making a difference through my actions Buy too much food due to sales 
Concern on the issues of energy and water Buy too much food due to packaging 
 Buy too much food due to tempting products 
 
Table 2. The Mean of Motivation to Reduce Food Waste  
Motivation to Reduce Food Waste Mean 
Saving money 3.83 
Setting example for others 4.05 
Managing household efficiently 4.04 
Thinking about hungry people 4.27 
Guilt about waste in general 4.25 
Making a difference through my actions 4.12 
Concern on the issues of energy and water 3.82 
 
Table 3. The Result of Regression Analysis  
 Beta Coefficient t Sig. 
Motivation .442 6.053 .000 
Adj R
2
 .19 
F .000 
 
Table 4. The Result of Independent Sample t-Test 
 Gender Mean t Sig. (2-tailed) 
Motivation Female 4.1463 2.736 .007 
Male  3.9441   
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Discussion  
The finding of the previous study 
indicates that consumers’ food waste is 
driven mainly their motivation not to waste 
food. From consumers’ point of view, 
consumers have rather negative attitudes 
towards food waste; they felt bad about 
wasting food (Evans, 2012) and were 
concerned when they threw food away 
(Abeliotis et al., 2014). Besides general 
attitudes towards food waste, three other 
types of attitudes can be identified from 
previous studies on consumers' perceptions 
of food waste: environmental, financial 
and health concerns. Financial concerns 
due to over purchasing were often 
mentioned as a factor that motivated 
people to reduce their food waste 
(Graham-Rowe et al., 2014). 
Among reported motivations for 
reducing food discards, thinking about 
hungry people topped the list, guilt about 
waste in general second, followed by 
making a difference through my actions. 
These findings does not support other 
studies (Quested, 2013; Wrap, 2007; 
Parizeau, 2015; Stevan et al., 2013). To be 
concluded, there is two financial factors 
that motivate to prevent food waste. The 
first reason is to save money.  
Regarding the financial factor, the 
finding of this study does not support the 
previous by Neff et al (2015) that position 
saving money as the most important 
motivation. For more focus, according to 
this research context, you adults have very 
limited incomes or financial resource, 
therefore it is very reasonable for them to 
organize food purchases to have leftover 
allowances to save, so that they feel 
financially secure. The second reason is to 
manage their expenses more efficiently. 
Young adults have a lot of needs to support 
their learning process, while with pocket 
money that they have is impossible just to 
spend it for food only, even though food is 
a primary need. Therefore you adults will 
try to manage their money to be sufficient 
for various needs. While, in this study, the 
item of saving money was scored low by 
respondents.  
But in fact the motivation to reduce 
the behavior of disposing of food is not 
only due to limited financial conditions, 
but also based on social care and also an 
understanding of the environment. To 
summarize, household food waste preven-
tion is highly relevant not only for 
personal, but especially for an ecological 
point of view (Klöckner, 2015). Reducing 
food waste is environmentally important as 
it keeps food out of landfills.  Food is 
waste itself along with these chain, that the 
greater food waste is, the bigger environ-
mental impact, and students concern about 
this issues. Along with the consideration to 
energy and natural resources like water 
that expended in processing, transporting, 
storing and cooking it.  
Young adults are also motivated to 
disrupt food shopping behavior because 
they are motivated by high social 
awareness in the context of reducing food 
waste. High social care and consideration 
to some issues such as poverty, hunger, 
become some of the reason why students 
manage food shopping behavior. In the 
other hand student also intended to make 
changes to the society by showing positive 
examples. Managing the patterns of food 
consumption is also motivated by their 
guilt feeling of wasting food. It might be 
influenced by social norms and values that 
already taught to them since childhood. 
From business perspective, in 
general reducing food loss and waste has 
financial benefits not only for individual 
and household but also businesses as well. 
It makes economic sense at the small scale, 
by lowering household food bills and even 
at the large scale it will reduce disposal 
costs for restaurants, processors and 
farmers. According to WRAP, grocery 
retail food waste costs £3,100 per tonne, 
manufacturing waste costs £1,200 per 
tonne, and packaging waste costs £1,600 
per tonne. By targeting these areas and 
investing in more sustainable solutions, 
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costs are likely to reduce. Finally, reducing 
food waste is socially important when the 
rescued food is redirected to emergency 
food providers working to eliminate 
hunger in our communities. 
Furthermore, we believe that through 
the results of this study it is proven that 
motivation to prevent food waste differs 
from a gender perspective. For a country 
that still upholds and adheres to patriarchal 
understanding, women are often faced with 
some household responsibilities, including 
financial management and managing 
dietary matters (food, food shopping, 
menus, nutrition and others). Therefore the 
results of the study strongly support this 
condition which shows that women have a 
higher motivation than men in trying to 
reduce and prevent food waste. This result 
is supporting study done by Koivupuro, et 
al (2012), which found the factors that 
influenced the amount of food wasted were 
the size of the household, the gender of the 
person mainly responsible of grocery 
shopping 
 
CONCLUSION AND RECOMMEN-
DATION 
 
Conclusion 
In conclusion, this research is an 
attempt to supplement the literature about 
food waste and to gain an understanding of 
what is a predictor of food waste orga-
nizing efforts. This current research has 
published several potential motivators 
(which are described in the concepts within 
instrument or questionnaire item) and used 
as targets in household food. The 
understanding and elaboration about this 
information in the future as might reveal 
several obstacles that may need to be 
overcome. In addition, this research also 
proves that gender is one of the dis-
tinguishing factors in measuring consumer 
motivation when making an effort to avoid 
food waste. 
In this study it can be concluded that 
there are several main factors that 
underline consumers to monitor their food 
shopping behavior. The first reason is to 
save or save money is one of the 
motivations of consumers when trying to 
manage food waste. The second reason is 
that it is more directed at social values, 
namely to give examples to others. So it 
can be concluded in the motivation of food 
waste prevention there are two big clusters 
that are related to social and financial 
values. It is also considered from the 
examination that gender has proven to 
differentiate how consumers' motivation in 
food prevention, and women have stronger 
motivation compared to men, this is 
because women in Indonesia also generally 
act as managers who manage household 
finances. 
We must try to change various views 
on some of the obstacles to minimizing 
household food waste, such as the belief 
that household food waste does not pose a 
serious environmental threat, it may be 
relatively easy to overcome through 
disseminating information on deadly food 
waste both environmental and financially. 
But from a business perspective, other 
obstacles, such as potentially conflicting 
desires to become 'good' providers, can 
prove more challenging to handle and may 
require more innovative approaches. 
 
Future Research Recommendation  
Food waste studies (and all of the 
issues within its topic, like food planning 
and management, food shopping behavior, 
food waste evaluation) should not be 
considered as too narrow. The ability to 
show how an apparently narrow topic 
relates to a larger theme increments the 
contributions, moving the research into a 
wider area of influence (Van Ittersum & 
Wansink 2016). There is an opportunity to 
both expand the body of theory related to 
consumer food waste, which would help to 
explain and predict behavior, and to 
conduct studies aimed at fostering food 
waste prevention campaigns (Porpino, 
2016). Further research into consumers and 
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food waste can contribute to the 
sharpening of consumer behavior theories 
and the application of these theories to 
sustainable consumption and the inte-
ractions observed in consumer’s food 
wastage (Shwom & Lorenzen, 2012) so to 
make it more comprehensive, it is highly 
recommended to add other various 
predictors form that is not from individual 
point of view, but rather to external factors 
such as regulations and consideration of 
society assessment. 
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